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1. Abstract 
The purpose of the study is to propose a research 
framework that examine the relationship between 
marketing capabilities, resources acquisition capabilities, 
risk management capabilities and opportunity 
recognition capabilities for achieving better SMEs 
performance. The study contributes to the body of 
knowledge by providing a framework for SMEs 
performance and moderating role of ORC. Similarly, the 
paper offers theoretical contributions by providing more 
understanding of the effect of MC, RAC, RMC and 
moderating effect of ORC on SMEs performance. 
Furthermore, the framework fills in the missing links, as 
the previous studies failed to sufficiently study MC, 
RAC, RMC and moderating effect of ORC in one study. 
It is expected that the study would provide deep, better 
understanding and improve strategic management 
practices in SMEs that is capable of generating sufficient 
competitive advantage and overall performance. 
Thereby, allowing owners, managers, government 
agencies NGOs and other stakeholders in the sector to 
enhance SMEs performance that can make tremendous 
contributions to the growth of employment, GDP, the 
balance of trade and export.  
Keywords: Marketing Capabilities, Resources 
Acquisition Capabilities, Risk Management 
Capabilities, Opportunity Recognition Capabilities, 
SMEs Performance. 
2. Introduction 
SMEs performance refers to the ability of 
firms/SMEs to attain and accomplish its objectives 
through the effective and efficient strategies using  
its available resources (Daft, 2001). It is argue that 
when performance is improved the SMEs will gain 
high profit, positive financial outcomes, superior 
quality products/services, winning more market 
share and surviving for an extended term using 
relevant strategies (Ho, 2008). According to 
researchers, the importance of SMEs performance 
on national growth is vividly clear as it can 
contribute to the growth of GDP, employment, 
export, creating values for local resources, 
technological adoption and improvement, 
introduction of new technologies, introduction of 
new product and services, introduction of new 
industries, developing new markets, discovery of 
new sources of raw materials, mobilize and 
accumulate capital resources for new business and 
business expansion. It also serves as breeding and 
nurturing grounds for entrepreneurs. 
Although SMEs are vital engine and drivers of 
economic growth and development in many 
countries, the contributions of the SMEs to the 
Nigerian economy is comparatively low when 
compared to other countries. For example, SMEs in 
Singapore, Taiwan, United Kingdom and South 
Korea and South Africa SMEs contribute 49%, 
38%, 55%, 50%, 55% and 57% to the GDP 
respectively, while SMEs in Nigeria contribute 
46.54%. In relation to employment, SMEs in the 
Singapore, Thailand, Taiwan, United Kingdom and 
South Korea and South Africa SME contribute 
62%, 70%, 54.1%, 70% and 61% to employment, 
while SMEs in Nigeria contribute only 25% to 
employment   (Amin, Thurasamy, Aldakhil, & 
Kaswuri, 2016; Aminu, 2015; Rogo et al., 2017; 
SMEDAN & NBS, 2013; Egena, Wombo, Theresa, 
& Bridget, 2014). Similarly, according to Trading 
Economics (2016), the rate of unemployment in 
Nigeria has been on the increase, from 12.1% in 
2009 to 13.3 in the second quarter of 2016. Youth 
unemployment rose from 21.5% in 2009 to 24% in 
2016.  These indicate the intensity of low SMEs 
performance in Nigeria. 
The non-performance of SMEs has led to high 
level of poverty, low industrial capacity utilisation, 
high-level unemployment and low contribution of 
SMEs to export (Aminu, 2015; Aminu & 
Mahmood, 2015; Otache & Mahmood, 2015; 
Samson, 2015; Shehu & Mahmood, 2014). 
Therefore, to improve the performance of SMEs, 
factors that determine the SMEs performance have 
become vital areas of research in Nigeria. This is 
because the few large-scale firms existing in the 
country can no longer provide sufficient 
employment to the growing labour force, as well 
satisfying the demand of Nigerian market which 
has population of over 182.2 million people. This 
has also calls for better SMEs performance in the 
country. 
The problems facing SMEs in Nigeria were 
identified as low entrepreneurial competencies, 
inadequate technical skills, lack of expert 
capabilities, and weak knowledge of planning, 
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forecasting and market (Agwu, 2014; Ilegbinosa & 
Jumbo, 2015; SMEDAN & NBS, 2013; Tobora, 
2015) and several other bottlenecks manifesting in 
the external business environment. Consequently, 
this study argue that for SMEs to generate 
improved competitive advantage and a better 
performance, capabilities (firm's resources ) are 
essential (Bowman & Ambrosini, 2003; Connor, 
2002; Rauch, Wiklund, Lumpkin, & Frese, 2009; 
Teece, Pisano, & Shuen, 1997).  
Capabilities are seen as complex bundles of skills 
and knowledge that allow the firms to efficiently 
and effectively deploy, organise and use firms’ 
tangible and intangible resources to achieve 
competitive advantage (Day, 1994; Teece et al., 
1997). According to Danneels (2002) and Zahra, 
Sapienza and Davidsson (2006) capabilities are 
critical components of the firms resource that 
provide vibrant path on how the business firms 
evolves, acquire resources from the external 
environment, its utilization in the firms and the 
timely reconfiguration of these resources to 
generate competitive advantage and a better firm 
performance.  
Theoretically, it is apparent, that capabilities are 
essential to achieving SMEs performance (Teece & 
Pisano, 1994), but previous studies have given less 
research attention to RMC in their studies, it is 
rarely portrait as one of the vital resources of the 
SMEs, and very few studies exist that have linked 
RMC to SMEs performance. Secondly, there are 
few studies that have examined the SMEs 
capabilities using this perspective (MC, RAC, 
RMC and ORC). Thirdly, the previous studies have 
failed to examine the influence of MC, RAC and 
RMC in one study. Fourthly, there is lack of 
research that has used ORC as a moderator on MC, 
RAC, RMC and SMEs performance studies. 
Therefore, the study fills in the missing links, in 
capabilities and SMEs performance research by 
proposing a research framework that could 
adequately address the issues of generating and 
improving SMEs performance capable of providing 
the required employment, growth in GDP, export 
performance and at large provide economic growth 
and development. Therefore, the study contributes 
to the body of knowledge by providing a 
framework on the relationships between marketing 
capabilities, resources acquisition capabilities, risk 
management capabilities and SMEs performance, 
and moderating role of opportunity recognition 
capabilities.  
Therefore, this study has substantial contributions 
to the body of knowledge on capabilities - SMEs 
performance. Firstly, the study give attention SMEs 
in developing economy where the SMEs are 
predisposed to external environment that is 
characterised by uncertainties, dynamism, 
turbulence, complexity and diversity. Secondly, the 
study fills a vital gap in the capabilities - SMEs 
performance literature by incorporating MC, RAC 
and RMC to SMEs performance. Thirdly, the study 
introduce ORC as moderator. Fourthly, substantial 
studies on MC, RAC, RMC and ORC focus on 
large enterprises and less research interest has been 
given to it in the context of SMEs. Therefore, this 
study provides a framework on capabilities – SMEs 
performance relationship. 
Consequently, the primary objective of this study is 
to develop the scholarly conceptual framework for 
the understanding of how MC, RAC and RMC 
impact on the SMEs performance and also to 
examine the moderating effect of ORC on the 
relationship between MC, RAC and RMC on the 
SMEs performance. While the arrangement of the 
rest of this paper is as follows; literature review on 
SMEs performance, marketing capabilities, 
resources acquisition capabilities, risk management 
capabilities and opportunity recognition 
capabilities. The discussion is supported by review 
of dynamic capabilities theory conceptual 
framework for the study and conclusion. 
Literature Review 
3. SMEs Performance 
Richard, Devinney, Yip and Johnson (2009) argue 
that SMEs performance is a combination of three 
parts of the firms, these include product market 
performance, financial performance and 
shareholders return performance. Similarly, 
Cavusgil and Zou (1994) see firm performance as 
the degree to which a firm achieve its financial and 
financial objectives. Moreover, the SMEs 
performance is the outcome of business activities in 
the firm that is measured with its resources (Rogo 
et al., 2017). Additionally, According to Kaplan 
and Norton (1992) and Wilden, Gudergan, Nielsen 
and Lings (2013) view firm performance “is the 
ability of a firm to achieve sales and profitability 
targets, as well as nonfinancial perspectives about 
competitors”. Whatever the case may be, SMEs 
need to use all available resources at its disposal to 
generate and maintain a better competitive 
advantage and superior performance that could 
guarantee its survival and profitability.  
4. Capabilities  
Capabilities represent processes of using various 
and blends of resources at the disposal of the firms 
to enable them to achieve competitive advantage 
and firm performance by adapting to and creating 
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market changes (Eisenhardt & Martin, 2000; 
Helfat, 1997; Teece, Pisano, & Shuen, 1997). 
Helfat and Peteraf (2003) view capabilities as the 
complex packages of knowledge and skills that are 
embedded in firms’ processes, where marketing 
capabilities can be included (Barney, 1991; Day, 
1994; Krasnikov & Jayachandran, 2008; Prahalad 
& Hamel, 1990; Vorhies & Morgan, 2005). While 
Makadok (2001) define capabilities as "a special 
type of resource - specifically an organizationally 
embedded non- transferable, firm-specific resource 
whose purpose is to improve the productivity of the 
other resources possessed by the firm". (Amit and 
Schoemaker (1993), Grant (1991), Sirmon, Hitt, 
Ireland, Ireland and Hitt (2007), Teece, Pisano and 
Shuen (1997) state that firm capabilities are  
abilities of the firms to generate, absorb, integrate, 
and transform both internal and external resources 
into sustainable competitive advantage capable of 
providing. Therefore, the framework for this study 
consist of MC, RAC, RMC and ORC.  
5. Marketing Capabilities 
Marketing capabilities (MC) help firms in solving 
current marketing problems inherent in firms (Day, 
1994; Grant, 1991, 1996; Setiowati, Hartoyo, 
Daryanto, & Arifin, 2015). Marketing capabilities 
refers to the processes of utilising marketing 
resources, skills and knowledge of a firm to obtain, 
blend and transform resources into 
products/services with values to the customers 
(Pérez Mesa & Galdeano-Gómez, 2015; Vorhies & 
Morgan, 2005). Saleh (2015) argue that Marketing 
capabilities help firms in sensing and responding to 
changes in the market, these include changes in 
competitors’ strategies and moves and changes 
technologies that bring about use of firm 
capabilities/ resources of other firms to create 
values for products/services. Market-driven firms 
are having the advantage of outperforming firms 
that focus only operational capabilities (Yu, 
Ramanathan, & Nath, 2014). Kanibir, Saydan and 
Nart,(2014) stressed that firm marketing 
capabilities lead to international marketing-
oriented. Ren, Eisingerich and Tsai (2015) 
maintain that marketing research and development 
(R&D) capabilities are associated with the SMEs 
innovation performance. Similarly, in a study 
conducted O’Cass and Sok (2014) on the 
relationship between marketing capabilities, 
innovation capabilities, and learning capabilit ies 
and firm performance found that marketing, 
innovation, and learning capabilities are 
significantly related to SME performance.  
Similarly, Mu (2015) and Yu, Ramanathan and 
Nath (2014) found that marketing capabilities are 
critical for the firms to respond changes taking 
place in the external environment of the firms. 
Marketing capabilities also are helpful towards  
achieving innovation performance (Mu, 2015). Yu, 
Ramanathan and Nath (2014) concluded that 
operations capabilities are positively associated 
with efficiency and export performance of firms. 
Moreover, Shell (2009) in Saleh (2015) provides 
that marketing capabilities are one of the firm 
performance drivers. Several studies have shown 
that marketing capability is positively related to 
firm performance, new product performance, 
customer performance and overall market 
performance (Moorman & Slotegraaf, 1999; 
Morgan & Rego, 2006; Morgan, Slotegraaf, & 
Vorhies, 2009). Fahy et al. (2000), Song, Parry and 
Parry (2014), Tsai and Shih (2004) found that 
marketing capabilities have a significant effect on 
competitive advantage.  
Atuahene, Gima and Li (2000), Setiowati, Hartoyo, 
Daryanto and Arifin (2015) identified eight 
processes  involved in marketing capabilities of 
firms, these include (i) customer service (ii) 
promotional activities (iii) salespeople quality (iv) 
distribution networks (v) advertising resources (vi) 
marketing research (vii) product differentiation and 
(viii) speed of product introduction. While Vorhies 
and Morgan (2005) in a study examined six 
marketing capabilities process, this include (i) 
marketing research (ii) pricing (iii) product 
development (iv) distribution channels (v) 
promotion and (vi) marketing management. 
Mitrega, Forkmann, Ramos and Henneberg (2012) 
examined marketing capabilities dimensions as 
such as market sensing, partner linking, customer 
capabilities, functional capabilities, networking 
capabilities.  
There are several studies that have been conducted 
on MC. Qureshi and Mian (2010) investigated the 
relationship between marketing capabilities and 
firm performance. The study found a significant 
association between marketing capabilities and 
firm performance. Setiowati, Hartoyo, Daryanto 
and Arifin (2015) examine the effect of marketing 
capabilities on the firm performance. It was found 
that marketing capabilities are significantly related 
to firm performance. Nath, Nachiappan and 
Ramanathan (2010) investigated the influence of a 
firms’ functional capabilities on diversification 
approaches and financial performance. The study 
found marketing capabilities significantly influence 
financial performance. Vicente, Antunes and Malva 
(2016) studied the effect of marketing capabilities, 
technological capabilities and firm innovation 
performance in manufacturing firms in Portugal. 
The study found marketing capabilities and 
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technological capabilities have a positive and 
significant effect on firm innovation intensity and 
export performance. Therefore, given the above, it 
is hypothesised that: 
H1: there is a significant relationship between 
marketing capabilities and SMEs performance. 
6. Resource Acquisition Capabilities  
Firms need to acquire resources as input to enable 
them to perform various business activities in the 
firms Håkansson and Snehota (1989), Laage-
Hellman (1997). These are either tangible or 
intangible resources (Wernerfelt, 1984). But the 
importance of capabilities can be seen from the 
rapidly growing and stiff competitions proliferating 
among firms almost on a short time basis. This has 
made sources of competitive advantage to shift 
from tangible resources to intangible resources of 
the firms (Collins & Smith, 2006). For this, 
therefore, having resources acquisition capabilities 
for firms is imminent, if the firms want to survive, 
generate adequate competitive advantage and high 
performance.  
In the same vein, Belich and Dubinsky (1995), 
Liesch and Knight (1999)  argue that resource 
acquisition capabilities are a critical capability 
needed by firms that have significant impact on the 
selection of target market, penetrating markets and 
for products/services development to satisfy 
customers. Amiryany, Huysman, de Man and 
Cloodt (2012) argue that resources acquisition 
experience is positively related to post-acquisition 
sharing of knowledge, acquisition-specific 
functions and tools are related to post-acquisition 
sharing of knowledge. Eisenhardt et al. (1996) 
stated that one of the vital of the predictors of 
firms’ actions and performance are unique firm 
capabilities. As explained in the RBV, that 
resources that are valuable, rare, inimitable and 
non-substitutable as sources of competitive 
advantage and superior performance for the firm 
(Barney, 1991; Spender, 1996). For firms to 
achieve a certain level competitive advantage, they 
require peculiar transferable resources (Grant, 
1996). Amiryany, Huysman, de Man and Cloodt 
(2012) and  Grant (1996) asserted that the extent to 
which firms can acquire the vital resources needed, 
determine the level of competitive advantage of the 
firms. Although many studies have reported the 
importance and role of resources in achieving high 
SMEs performance, little is known about resource 
acquisition capabilities (RAC) and the relationship 
that exists between resource acquisition capabilities 
and SMEs performance. Therefore, to address the 
identified gap in the literature, this research work is 
proposing a research framework that includes RAC 
in achieving substantial SMEs competitive 
advantage and a better performance from the 
viewpoint of Dynamic capabilities theory (DCT).  
Resource acquisition capabilities (RAC) is defined 
as the having the abilities of the firms to obtain the 
needed resources that are vital to the survival, 
achieving competitive advantage and performance 
of the firms. This paper argues that in the resource 
acquisitions capability is one of the needed abilities 
that support firms to successfully reach and acquire 
vital resource capable of generating firm 
competitive advantage. Consequently, the purpose 
of this paper is to conceptualise a framework for 
attaining a high level of competitive advantage and 
performance by SMEs. Amiryany, Huysman, de 
Man and Cloodt (2012) “Capabilities” refers to the 
key role of the strategic management in properly 
adapting, integrating, and reconfiguring internal 
and external competences to react on dynamically-
competitive environments”.  
RAC is one of the vital resource needed by the 
SMEs to generate and sustain competitive 
advantage and better performance. Some studies 
found that that RAC significantly influence SMEs 
performance (Amiryany et al., 2012; Lu, Zhou, 
Bruton, & Li, 2010). Hence, it is hypothesised in 
the study that:  
H2: there is a significant relationship between 
resource acquisition capabilities and SMEs 
performance. 
7. Risk Management Capabilities  
Risks are unavoidable and inherent in every 
entrepreneurial and economic activity (Channar, 
Abbasi, & Maheshwari, 2015). Bromiley and Rau 
(2016) view risk management as an important issue 
in management researches and practices. Brain 
(2001), cited in Channar, Abbasi and Maheshwari 
(2015) argue that risks happen when the 
performing and results of activities are uncertain 
and ambiguous to entrepreneurs/SMEs. Risks exist 
as part and parcel of the business environment in 
which firms operate (Shafiq & Nasr, 2010). 
Therefore this makes risk to be inevitable, 
indispensable and indeed imperative to the 
existence of firms and entrepreneurial activities. 
Asim et al., (2012) in Channar, Abbasi and 
Maheshwari (2015) stressed that for entrepreneurs 
to achieve success or firms to gain competitive 
advantage and firm performance, they have to take 
risks. Every business or firm wants to minimise 
risks to increase profit and performance 
(Faizulayev, 2011).  
Moreover, risk management process involves 
“identifying, analysing, assessing, treating, 
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monitoring and communicating risks” that enable 
the SMEs to improve decision making process and 
implementation (Standard Australia, 1999; Boehm, 
1991). Saleem (2011) risk management can help 
reduce and manage risks associated unforeseen and 
costly circumstance, it enhances the effective 
utilisation of resources in the firms, It provides 
information threats that can befall SMEs. The risk 
management practice according to (Nair, Purohit, 
& Choudhary, 2014).  
Consequently, this makes risk management to be 
vital in strategic management. Therefore, firms 
need to efficiently and effectively manage risks to 
improve firm performance. But effective and 
efficient risk management cannot be achieved 
without risk management capabilities. Hence, the 
need for this study. Sunjka and Emwanu (2015) 
pointed out that studies on risk management and 
SMEs performance have been given little research 
attention by previous studies, only a few studies 
have studies risk management capabilities and its 
effect on performance in the context of SMEs 
especially in developing countries. Similarly, there 
are very few studies that have linked risk 
management capabilities to strategic management, 
substantial firm resources and performance theories 
like resources base (RBV) and dynamic capabilities 
theory (DCT) (Bogodistov & Wohlgemuth, 2017). 
Among the few studies that linked risk 
management using capabilities approach is that of 
Bogodistov and Wohlgemuth (2017). That 
proposed as an explanation of a firm’s risk 
management capabilities, especially in the 
turbulent business environment.  
Harland, Brenchley and Walker (2003), define risk 
as "a chance of danger, damage, loss, injury or any 
other undesired consequences". Jüttner, Peck and 
Christopher (2003) refers to risk as a "variation" 
and also a "disruption". Risk management is the 
process of “risk assessment using different 
strategies and methods at the disposal of firms to 
identify all possibilities risks, determine the type of 
risks that are critical and proffer solutions to it 
strategies implementation to deal with these risks” 
Tariqullah and Habib (2001) in Channar, Abbasi 
and Maheshwari (2015). Risk management “is the 
process by which an organisation identifies and 
analyses threats, examines alternatives and accepts 
or mitigates those threats” (Stanton, 2012). Rejda 
(1998) view risk management as “the process by 
which an organisation identifies loss exposures 
facing it and selects the most appropriate 
techniques for treating such exposures”. 
Bogodistov and Wohlgemuth (2017) define risk 
management as the processes to handle and manage 
risks to minimise the unpredictability of firms’ 
returns and to ensure the survival of the firms. 
Bromiley, McShane, Nair and Rustambekov (2015) 
see risk management as the processes that involve 
the identification, assessment and management of 
threatening situations as well as the critical internal 
communication, decision making and monitoring 
process that facilitate dealing with those events 
possible.  
Several studies have been conducted on RMC. 
Sunjka and Emwanu (2015) found that regulatory 
requirements, lack of skills and labour unrest are 
the primary sources of risks to SMEs. Channar, 
Abbasi and Maheshwari (2015) conducted studies 
on the conventional and Islamic bank in Pakistan. 
The study found risk management has an 
insignificant negative relationship with operational 
performance, while risk management is a 
significant positive relationship with the bank's 
financial performance.  
However, must of the studies on risk management 
dwell on banking industry and large business firms 
(Channar et al., 2015; Fredrick, 2012; Ishtiaq, 
2015; Nair et al., 2014; Zhara & Mazreku, 2014), 
and some of the studies were conducted in 
advanced countries (Bolocan, 2011; Lukianchuk, 
2015; Oehmen, Olechowski, Robert Kenley, & 
Ben-Daya, 2014). While some were on insurance 
companies (Eikenhout, 2015; Wang, Rafiq, Li, & 
Zheng, 2014). Hence, less research attention has 
focused on the examination of the relationship 
between risk management capabilities and SMEs 
performance (Lukianchuk, 2015). This is a research 
gap that needs to be filled.  
Given the above, it has become pertinent to know 
and understand the relationship between risk 
management capabilities and SMEs performance. 
Therefore, this provides the basis for this study to 
provide a framework for understanding the 
relationship between risk management capabilities 
and SMEs performance. Consequently, it is 
hypothesised that:  
H3: there is a significant relationship between risk 
management capabilities and SMEs performance.  
8. Opportunity Recognition Capabilities  
Kirzner (1973) view opportunity recognition as the 
ability of entrepreneurs/SMEs to spot, discover and 
exploit business opportunities that other 
entrepreneurs/SMEs fail. Opportunities recognition 
can also be seen as the ability of entrepreneurs to 
scan/search the external environment to sight the 
needs of consumers that are not sufficiently 
satisfied by the existing entrepreneurs/SMEs. 
Opportunity recognition is one the challenging task 
faced by entrepreneurs/SMEs, as most business 
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opportunities do not just appear, instead is the 
consequences of entrepreneur/SMEs alertness to 
possibilities in the external environment (Hisrich & 
Peters, 2002). According to Alvarez and Barney 
(2013), “entrepreneurial opportunities are believed 
to exist when individuals have a special 
understanding of the value of uncommon 
opportunities and act upon this understanding, 
which results in entrepreneurial income/rent”.  
Audretsch (2003), Mitchell, Mcdougall, Morse and 
Smith (2004), Sarason, Dean and Dillard (2006), 
Shane and Venkataraman (2000) argued that 
opportunity recognition is an essential part of the 
entrepreneurial process. According to Dyer and 
Ross (2008), Opportunity recognition is one of the 
features that distinguish entrepreneurial 
individuals/SMEs from entrepreneurial 
individual/SMEs.  
Ardichvili, Cardozo and Ray (2003) and Baron 
(2004) contend that the opportunity recognition has 
to do with the ability of entrepreneurs/SMEs to 
discover, select, assess and develop the right 
business opportunities as a critical factor for firm 
success especially where other entrepreneurs/SMEs 
fail to perceive. Long and McMullan (1984) 
defined opportunity recognition as “An elaborated 
vision of a new venture which involves a searching 
preview of the mechanism of translating the 
concept into reality with an industrial setting”. 
Opportunity recognition is defined by Lumpkin and 
Lichtenstein (2005) as the ability of 
entrepreneurs/SMEs to identify ideas and transform 
it into profit yielding business that can add values 
and serve as sources of income the 
entrepreneurs/SMEs. Hulbert, Berman and Adams 
(1997) define it as “the chance to meet an 
unsatisfied need that is potentially profitable”. 
Similarly, Santos and Eisenhardt (2005) view 
opportunity recognition as “entrepreneurs perceive 
new opportunities for the creation of value and 
construct a market around those opportunities”.  
Opportunity recognition is one the critical 
resources and essential aspect of the SMEs that has 
to continue gaining acceptance in entrepreneurship 
research (Shane, 2003; Short, Ketchen, Shook, & 
Ireland, 2010; Siegel & Renko, 2012). Timmons 
and Spinelli (2004) argue that ORC is essential for 
every SMEs and it provides evidence that through 
this process, entrepreneurial activities are renewed 
continuously. Hence, in line with the Baron and 
Kenny (1986), it is hypothesised that:  
H4: there is a significant moderating effect of 
opportunity recognition capabilities on the 
relationship between marketing capabilities and 
SMEs performance. 
H5: there is a significant moderating effect of 
opportunity recognition capabilities on the 
relationship between resources acquisition 
capabilities and SMEs performance. 
H6: there is a significant moderating effect of 
opportunity recognition capabilities on the 
relationship between risk management capabilities 
and SMEs performance.  
9. Conceptual Framework and 
Underpinning Theory for the Study 
The conceptual framework of the study is based on 
capabilities point of view as expounded by Teece 
(2012) and Teece, Pisano and Shuen (1997) which 
is known as dynamic capabilities theory. The 
capabilities approach to SMEs performance view 
the resources of the firms as the accumulation and 
sustaining various valuable resources/assets 
through intellectual property right. Therefore, the 
firms with dynamic capabilities tend to 
appropriately respond to the rapid changes in the 
external business environment (Aminu, 2015; 
Teece & Pisano, 1994; Teece, Pisano, & Shuen, 
1997). Makadok (2001) view dynamic capabilities 
as particular kind of firms’ resources that are 
organizationally embedded, non-transferable and 
that it is firm-specific resources that enable firms to 
improve their productivity of the nonspecific 
resources to achieve high competitive advantage 
and overall performance. Therefore this entails that 
there are two components of this view regarding 
capabilities. Firstly, capabilities represent the 
specific resources of the firms that are embedded in 
the firms and the processes. When the capabilities 
are embedded in the firms and its processes, the 
ownership of the capabilities cannot be easily 
transferred from one firm to another except the 
owner of the capabilities agreed and transferred the 
ownership to other firms (Makadok, 2001). 
Secondly, dynamic capabilities are strategic 
routines by which the managers combine and 
reconfigure firms’ resources, integrate the 
resources, and align them with the trend in the 
external environment to enable the firms to 
generate new strategies capable of creating and 
maintain new values (Grant, 1996; Teece & Pisano, 
1994). Therefore, MC, RAC and RMC serve as the 
independent variables, SMEs performance is the 
dependent variable and ORC is the moderating 
variable in line with Baron and Kenny (1986). 
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Conceptual Model of the Study 
 
10. Conclusion 
The primary objective of this study is to propose a 
new conceptual framework for determining 
superior competitive advantage and overall 
performance of SMEs. The proposed framework 
discusses the proposed moderating effects of 
opportunity recognition capabilities on the 
relationship between marketing capabilities, 
resources acquisition capabilities, risk management 
capabilities and SMEs performance. Similarly, The 
proposed framework is presented as a strategy to be 
used in linking the inadequate academic 
explanation in the existing literature on the 
relationship between marketing capabilities, 
resources acquisition capabilities, risk management 
capabilities and SMEs performance and moderating 
role of opportunity recognition capabilities. Hence 
this study serve as basis for future research on 
capabilities-SMEs performance. There are number 
of limitations to this study. Firstly, is a conceptual 
framework that need empirical studies for its 
validation. In future, it is suggested that studies 
should consider other contingent variable as 
moderator to expand the capabilities – SMEs 
performance literature.  
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